
5.2  Market research
Flash cards 



 The purpose  of market
research

 



The purpose of market
research

To identify the target market
To find out about competition

To identify market opportunities
To reduce risk

To understand customer needs & expectations
To identify demand



 Primary market research
 



 Primary market research
 

Research that is conducted first-hand, normally for a
specific reason. 

Examples of primary research
Survey’s

Questionnaire’s
Interviews



 Questionnaire’s
 



 Questionnaire’s
 

Primary research
A set of questions that an indivdual can complete in
person or online, these can be closed, open or both. 

Advantages
Quick and efficient way to collect many responses

(quanttive data)

Disadvantages
It does not give quality responses or explanations



Interviews



Interviews
A method of primary research where a business asks individuals

questions either face to face or over the phone.  Detailed
information is collected. 

Advantages
Provides in-depth answers (qualitative data)

Questions can be explained
The interviewer can ask for  further details

Disadvantages
Time consuming as one to one

Expansive compared to questionnaires



Focus Groups



Focus Groups
A method of primary research where a small group of people

discuss a product, service or idea and give their quality opinion.

Advantages
Detailed opinions (qualatative data)

Can ask follow-up questions
Improvements can be made before product launch

Disadvantages
Small sample

Some people maybe influenced by others in the group
Can be expensive

 



Secondary Market research



Secondary Market research
Research that has already been collected by someone else and is

used by a business for research.

Examples - Internet research, government data , newspapers. 

Advantages
Cheap or free

Quick to access
Can provide large amounts pf data (quantative)

Disadvantages
Maybe out of date

Not specific for the business
May not be reliable



Internet Research



Internet Research

This is secondary research, where a business collects information
from websites and online sources.  This is to learn about their

customers, markets and competitors. 

Advantages
Quick and easy to access

Normally free

Disadvantages
Information can be unreliable
Not specific to the business

Data maybe outdated



Printed Press



Printed Press
This is secondary research collected through

newspapers magazines and printed publications.
Businesses may analyse them to understand customer

trends, opinions and competitors. 

Advantages
Low cost, easy to access, useful for trends

Disadvantages
Maybe outdated, not specific to the business, limited

detail



Qualitative Data 



Qualitative Data 

This is data that is non-numerical information that
gives detailed opinions, thoughts and feelings from

customers.  It normally comes from focus groups
and interviews.

Advantages
Detailed information

Disadvantages
Harder to analyse 

Your paragraph text



Quantitative Data 

Your paragraph text



Quantitative Data 

Your paragraph text

Add a little bit of body textThis data is information that is numericla and can be
measured or counted.  It could have been collected

through survey’s and questionnaires. 

Advantages
Easy to analyse

Helps identify trends

Disadvantages
You can’t understand customers opinions or views



Market Size



Market Size

This is the total number of customers or total sales in
a specific market.  This is measured by either total

money spent or the number of products sold.  

A large market means many potential customers.
Businesses will want to enter markets that are

growing like the online fitness market. 



Market Share



Market Share

Market share is the percentage of total sales
in a market that the business operates in.  

Business sales / total market sales x 100 =
market share

This shows how competitive a business is
compared to its rivals.


